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ABSTRACT 
 
A Quantitative Analysis of the Visual Graphic Integration Cues for Viewers to Engage in 
Twitter and/or Station’s Website During Fringe Local Television News Broadcasts in the 
Fourth Television Market in the United States 
Meredith E. Spinelli 
 
 
 
 
 The growth of the internet, digital devices, and social media applications creates a 
platform for television news consumers to access information at any time of day.  For 
local television stations this growth creates a competition to draw news consumers to 
tune-in to the broadcasts, and stay relevant with the innovation of news dissemination 
applications.   In order to understand the television news graphics incorporations during a 
newscast of social media and website cues, this research examines two local news 
stations in the fourth television market in the United States.  The following are the 
research questions: 
1. What graphic elements appear during a newscast to push a viewer to 
Twitter and/or the station website? 
2. What news stories are the highest associated with graphic elements for 
Twitter and/or the station website? 
3. With what frequency does the higher rated newscast incorporate 
graphic Twitter/station website elements compared to the competing 
newscast? 
4.  To what are the social media and/or websites incorporated for each 
station’s newscast directing the viewer?  
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This observational study provides information about the graphics during a 
newscast that cue a viewer to engage on social media and/or station website with the 
talent or station.  
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CHAPTER 1: INTRODUCTION 
The way that viewers watch local television news has changed compared to the 
way it was originally consumed during the early days of television news programming.  
The original consumption of television news allowed the viewer to have a passive 
experience that was linear with the delivery of information.   
According to Edgerton (2007) he stated: 
“When television appeared on the American scene in the mid 1940s, it was 
marketed not as a public apparatus but as an appliance for the living room, which 
would bring a world of entertainment, education, and enlightenment into the 
private sphere of the family home” (p.91).   
 
The television was turned on, tuned-in to the news broadcast, and the viewer 
needed to watch and listen to the anchor or reporter in order to be informed of the news 
stories. 
“The whole news program takes on a rhythm and pace designed to hold interest 
and build viewership.  More viewers, higher ratings, more advertising dollars, more 
profit, more similar programs to try to attract more viewers---ad infinitum” (Postman, 
2008, p.6).  The profit and viewership may be connected, but it is equally important of 
informing viewers with pertinent information.  
The importance of television news Postman (2008) states: 
“News is not entertainment.  It is a necessity in a democratic society.  Therefore, 
TV news must give people what they need along with what they want.  The 
solution is to present news in a form that will compel the attention of a large 
audience without subverting the goal of informing the public” (Postman, 2008, 
p.10). 
 
The origin of the graphics in television news can be traced to the film industry.  
One person credited with having a significant role with the creation of motion graphics is 
Saul Bass.  Bass originally designed the title sequences for movies (Eskilson, 2012).  Ben 
Blank is another individual known for television news graphics, as a graphics director for 
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CBS and ABC.  Blank introduced the concept of using logo-like images behind anchors 
as signatures for major news coverage.  The image was known as the “over-the-shoulder” 
graphic (Heller, 2009).  This graphic was also referred to as the “think-quick visual,” by 
Blank (Heller, 2009).  Tim Brooks, the head of research at Lifetime explained, “the lower 
corner network graphic logo, sometimes referred to as a ‘bug’ is used so viewers could 
find the Lifetime network” (McClellan, 2001).  The bug started on the cable networks 
and then made it onto the broadcast networks’ screens.  Another type of graphic that has 
been incorporated in television programming is a lower-third element used for 
promotional purposes for the network (McClellan, 2001).  In addition to the audio and 
pictures, the words on screen during the news are important. 
Postman (2008) describes the graphics on screen: 
“They help identify people, places, and dates.  These on-screen titles are usually 
formed by a computerized device called a character generator.  The character 
generator operates like an electronic typewriter, printing title on the screen.  All 
the titles used in a newscast are usually prepared beforehand and stored in a 
computer for instant retrieval on the air.  The still store/Chyron operator keeps 
track of “CGs” and graphics, and electronically produces them on the air when the 
director calls for them.  Graphics include maps and drawings, often positioned 
over the shoulder of the anchor.”  (p.66) 
 
The graphics objective is to illustrate the story content.  These graphics are 
created by artists who make them with computer imaging.  In the early days of television, 
a graphic had to be drawn and then photographed (Postman, 2008, p.66).  The photograph 
resulted in a slide and it was projected behind the anchor.  Now the graphic is produced, 
stored, and displayed entirely by computer (Postman, 2008, p.66).  Nowhere is computer-
generated graphics more popular and effective than in the production of news graphics 
(Blank & Garcia, 1986, p.131).   
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The words or logos on the screen that were previously related to the news stories 
led to the path of creation for words and logos on the screen for social media or the 
station website cues.  This presents a challenge for the television news station as it has 
the capability to direct the viewer’s attention away from the main news broadcast.  For 
the purpose of this study, the focus will be on two local television newscasts and the 
graphic cues used during their broadcasts that potentially encourage the viewers to turn 
their attention away from the broadcast.  It is these graphic cues that pose the question of 
why would a local television newscast push viewers away from their central message.  
The purpose of the cue cannot be proven with this study, but it could be included to build 
social media connections with the viewers through the station and talent on multiple 
platforms.  The advancement of technology has created the possibility for multiplatform 
television news experiences.  In addition to having access to the news on different 
devices there is the ability for the viewer to use social media to engage with the news 
station creating an active nonlinear experience. 
 
Statement Of The Problem 
Is there a direct connection between ratings of a television station’s newscast and 
the amount of graphic cues during the newscasts?  The local television news broadcasts 
are morphing to accommodate the growth of social media and second screen device 
landscapes (Narasimhan, 2011).  The local news stations should take into account the 
impact of integrating graphic cues that potentially push its viewers away from the 
newscast.  The research analyzing television news on-screen graphics that incorporate 
social media logos or the station website during a television show environment is 
insufficient at the time of this observational study. 
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Pierce describes the new role of TV news: 
“TV news has a new role, perhaps of equal importance.  We don’t need to know 
what’s happening — Twitter, Tumblr, Facebook, Instagram, and our favorite 
blogs handle that just fine — but we desperately need to know which of the ten 
thousand stories we hear every day is most important, and why.  TV news’s 
opportunity is to ignore fake stories, the non-stories, and the trivial stories, and 
tell us what really matters.”  (Pierce, 2012) 
 
The Pew Research Center analyzed information received by Nielsen data from 
February 2013.  This data came from Nielsen’s national panel of metered homes.  The 
results showed that 71% of U.S. adults watch local television news, 65% of U.S. adults 
watch network television news, and 38% of adults watch cable television news (Matsa, 
2014).  The positive percentage of adults watching for local television news is an 
opportunity for stations.  However, the time spent with local television news, 12.3 
minutes per day, is less than that of network television news at 12.4 minutes per day, and 
cable television news at 25.3 minutes per day news (Matsa, 2014).  It is important to not 
only compare the network and cable television news, but it is also important to scrutinize 
the other options for television news consumption.  These data provides pertinent 
information to the news stations, and in turn, indicates that if they are attempting to 
impact the viewers and connect to build loyalty, then they have limited time to do so 
during a news broadcast.  
This observational study focuses on NBC10’s and 6abc’s fringe local television 
news broadcasts and the graphic incorporations.  There have been studies and articles that 
address the importance of not cluttering up the viewer’s screen with graphics and 
focusing on the content (Josephson and Holmes, 2006; Lee, 2007; McClellan, 
Kerschbaumer, and Alleyne, 2001).  It is necessary for the news stations to be aware of 
the social media landscape and the trends of the viewers’ consumption habits. In addition, 
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the local stations are competing with one another in the designated market area while 
incorporating the social media graphics in the broadcast.   
 
Background And Need 
 The background of this study is important to understand the incorporation of 
graphics that cue a viewer to be reactive.  George-Palilonis (2006) says, “Interactive 
television is based on the notion that television watching will eventually become a much 
less passive activity, and viewers will have an opportunity to navigate TV news much the 
same way they do the Internet.  Thus, as information technologies evolve, so too will 
information graphics, and an effective reporter should be ready to evolve as well” (p.62). 
There are several factors that impact local television news, such as how many 
people tune-in, length of time watching, online and social media access, and competition 
amongst stations in the market (Sasseen, 2014).  In 2013, there was an overall increase of 
viewership for local TV news (Matsa, 2014).  Specifically, for the early evening 
newscasts (5 to 7 p.m.) the viewership increased 3% (Sasseen, 2014).  From 2008 to 
2012, there had been a decline in all time slots, with a minor increase in 2011(Sasseen, 
2014).   
The on-air advertising is equally as important as the viewership; without the 
people watching the advertisers would not be concerned with making deals.  The local 
TV stations make a large part of their revenue from on-air advertising (Pew Research 
Center, 2014).   
The ease of which the online and social media environments are accessible factors 
into how nontraditional platforms are utilized to redeem news content rather than a local 
newscast.  A large portion of Americans have the ability to get news in some digital 
6 
 
format.  In 2013, 82% of Americans said their main sources for news were from their 
desktop or laptop; 54% used their mobile device as their prime method (Sasseen, 2014).  
Additionally, 35% of Americans reported that the news was retrieved on the desktop, 
laptop, or mobile device “frequently” (Sasseen, 2014).   
        Finally, the competition within the local news market is a factor that forces the 
stations to battle for viewers.  A closer look at the news stations in this study shows the 
competition.  “Action News” gained the top ratings position in 1971, and 6abc 
(Philadelphia) has been the target of the competitors, but never has fallen from the top 
spot of the ratings (Darrow, 2013).  Sometimes the overall ratings growth with the station 
is no different, but the demographic of the news station shows improvement.  For 
example, with the demographic for 25-54, the NBC10 (Philadelphia) station ratings have 
increased.  Since May 2012, the 6p.m. newscast has also seen the audience rise by 38 
percent (Darrow, 2013).  The ratings for NBC10 have increased in other time slots as 
well: 4 p.m. and 5 p.m. ratings both increased by 43 percent, at 5 a.m. the ratings 
increased by 80 percent (Darrow, 2013).  The implications of these ratings increases 
could be that NBC10 is appealing to a demographic that shows potential for growth in 
viewership.  
It is important that the decisions made to incorporate new graphics in a news 
broadcast provide a return to the news station through growth or sustainment of viewers 
so that the network may stay afloat in the industry.  In order to understand the television 
news graphics integrations of social media cues, this research examines two local news 
programs in the same market.   
7 
 
Purpose Of The Study 
 A viewer’s local television newscast experience is important to be successful and 
create loyalty to the station.  The internet and social media applications provide multiple 
opportunities for a television station to connect and stay engaged with a viewer to help 
create the loyalty.   
 The purpose of this thesis is to conduct an observational case study based on the 
integration of graphic cues airing during newscasts.  “Social TV has transformed 
television into an ‘active medium’”(Buschow, Schneider, and Ueberheide, 2014).  The 
increase of social media use, specifically Twitter in society, created new avenues for 
networking between the news station and viewers. 
In this observational case study, the researcher took the position of a third party 
viewer to observe each station’s fringe newscast without a bias and to obtain the typical 
news watching experience.  The end goal was to provide information about how graphics 
during a newscast were cueing a viewer to become reactive if the viewer had access to 
second screen devices, whether it was via a social media application or the station’s 
website.   
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Research Questions 
 The research questions used by the researcher are the following: 
1. What graphic elements appear during a newscast to push a viewer to 
Twitter and/or the station website? 
2. What news stories are the highest associated with graphic elements for 
Twitter and/or the station website? 
3. With what frequency does the higher rated newscast incorporate 
graphic Twitter/station website elements compared to the competing 
newscast? 
4. To what are the social media and/or websites incorporated for each 
station’s newscast directing the viewer?   
 
Significance To The Field 
            The research in this study is significant to the field, because the 
incorporation of social media logos or station website graphics reflects the impact of the 
internet and social media use on the station via the newscasts.  The gathering of specific 
details of what graphic elements are being used, how often they appear, and the 
connection they have to the news stories compared to a competitor in the market provides 
a snapshot of the graphic landscape.  Newscasts across the nation have already made 
social media and internet connection to their audience prevalent in the newsroom (Lysak, 
Cremedas, & Wolf, 2012).  However, the information about what and how social media 
is being implemented during the newscasts is where this research will fill in the gap.  The 
local television station’s attempt to adapt the newscast, in relation to what the viewers are 
experiencing on other media platforms, represents the attempt to engage the audience.    
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CHAPTER 2: REVIEW OF THE LITERATURE 
 
    The use of the internet and social media on main and secondary devices by the 
population provides a space for interaction across multiple platforms.  A report from 
State of the Media (2012) noted, “more stations increased their use of social media in 
2011.”  In the year 2011, most stations have a Facebook page, according to the annual 
RTDNA/Hofstra survey, and almost 90% have at least one Twitter feed (Mitchell, 
Rosenstiel, & Christian, 2012).  “Social networking sites (SNS) such as Facebook and 
Twitter have posted double-digit growth and are expected to reach nearly 148 million (or 
63.7% of) U.S. Internet users in 2011 and 164.2 million (67%) of them by 2013” 
(Williamson, 2011).   
The television industry is tapping into the popularity of the internet and social 
media use by incorporating this interactive communication between the viewers and the 
programs.  The data from Nielsen from the first quarter of 2010 showed that, “nearly 
60% percent of people were watching TV and using the Internet simultaneously” 
(Nielsenwire, 2010).  The findings of Lin and Peña (2011) illuminate how, “television 
networks employ this newly evolved communication channel…by using distinct 
relational messages” (Lin & Peña, 2011, p.24).   
First-screen graphics can drive multitasking viewers to the preferred second-
screen platform through a “call to action” (Martinolich, 2012).  “A call-to-action graphic 
is one that encourages viewers to tweet, send a text message or download an app for even 
greater interactivity” (Martinolich, 2012).  “First-screen graphics can also display second-
screen activity such as tweets, polling data and even video chat comments; this provides 
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broadcasters many opportunities for branded on-screen graphics that tie the first screen to 
the second and the viewer to both screens” (Martinolich, 2012).   
The local television newscasts, which traditionally were a linear experience, also 
are adapting the internet and social media during their newscasts; this tactic is to not only 
sustain current viewers but to possibly increase viewership with a newfound connection 
to the audience.  Social media has proven that the adoption of this medium in everyday 
business practice has become vital for the survival of a local television news station 
against its competitors (Hanley, 2014, p.62).  It seems that local television news stations 
and social media have formed a partnership, with each medium feeding off the other, as 
consumers increasingly grow more concerned with the aggregation of news on a 24/7 
basis (Hanley, 2014, p.62).  The survey itself provides evidence that social and digital 
media have greatly affected the Philadelphia television landscape and will continue to 
grow in importance and reliance from a local television news station (Hanley, 2014, 
p.62).    
The literature review will address three areas of research related to frequency of 
graphic cues used in local television newscasts to push viewers to interact with 
Twitter/station website.  The first section will address research related to graphics used in 
national and local television newscasts that prompt a viewer to react.  There is not an 
abundant amount of information for local television graphics during newscasts as of this 
study’s completion, so that is why the national newscasts and other television programs 
were included.  In the second section there will be a discussion on the emergence of 
Twitter and station websites as a pertinent part of the local television news landscape.  
Finally, the third section will discuss research related to secondary devices that have 
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fostered the local television news watching experience and functioned as the tools to 
allow the findings from the first section, graphic cues enabling a reaction, to be executed. 
 
Television News Graphics 
 
The graphics during a local television newscast are informative.  In the simplest 
explanation, graphics provide titles, logos, or images for people, places, and things.  In 
addition, the graphics can denote a call to action for the viewer. 
George-Palilonis (2006) defined graphics as: 
“Broadcasts graphics are generally comprised of straight, beginning-to-end 
narrative animation or static graphic imagery accompanied by audio explanations.  
And, like television in general, broadcast graphics represent a more passive 
viewing experience than Web graphics, due to a much lower level of 
interactivity.”  (2006) 
 
Foote and Sanders’s (1990) further defined graphics as: 
“A complete visual message, whether still or moving, singular or sequential in 
structure regardless of the length of time it appears.  A graphic began when an 
initial graphic image represented a visual message and ended when the visual 
message was complete.  Another way of identifying the beginning of a graphic 
was the appearance of one of its elements on the screen.  Likewise, the end of a 
graphic occurred when one of the graphic elements was replaced by a non-graphic 
image or faded from the screen.”  (p.503) 
 
Herbert Zettl (1984) elaborated on graphics as “All two dimensional visuals 
especially prepared for the television camera such as studio or title cards, illustrations, 
maps or charts.  Electronically generated titles, charts or animation—even if appearing 
three dimensional—are also a part of television graphics” (p.402).   
The research by Foote and Sanders’s (1990) suggests that in the year 1988 78% of 
all stories contained some type of graphic coverage.  The functions of graphics on 
network news were specific regarding the stories that were being delivered to the 
viewers.  A graphic was used 41% of the time to introduce a story, and 32% of the time 
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to explain an element of a story.  The research suggests that only 14% of the graphics 
were used as background.  The study found ABC to use faster and more complex 
graphics compared to NBC and CBS using slower and simple graphics (Foote & Sanders, 
1990).  The research done by Foote and Sanders’s team did not include local television 
news.   
The original graphics for television news broadcasts have changed over the years 
through the advancement of technology and the preferences of those in charge of the 
visual on-screen elements.  The television news design is influenced by other forms of 
media, such as print and the internet; this is known as visual convergence.  “In the 1970s, 
there was the addition of composite graphics to television news programs and structural 
and graphic elements for scan able design” (Cooke, 2005).  Graphics were large and the 
main visual mode of communication.  It was these large graphics that led the way to scan 
able design through pictorial representation.  “News programs also featured small 
composite graphics, which were framed and positioned to the side of the anchor” (Cooke, 
2005, p.33).  “As Blank and Garcia have noted (1986), composite graphics ‘exist to 
enhance content, to present a clearer picture of a message, to lure the viewer who may be 
watching but not listening, and to clarify meaning’” (p. 22).  “Such text-and picture 
graphics increased the scan ability of news programs by visually summing up the essence 
of a news story for viewers” (Cooke, 2005, p.33). 
In the 1980s, videographic presentation style characterized television news 
programs.  “The sound bite was reduced from 43 seconds in 1968 to nine seconds in 
1988” (Hallin, 1992).  This made the newscasts move faster along with the aid of quicker 
editing (Cooke, 2005, p.34).  In the 1990s-2002 “a highly scan able information module 
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presentation style developed across media,” much to the trend of websites incorporating 
thumbnail-sized images.  The research showed that information modules constantly had 
information onscreen and in motion to pay attention to as a viewer, as a tactic to stay 
tuned-in (Cooke, 2005).  Snyder (1993) presented the information that, “faced with the 
explosion in programming choices, station and network logos became the latest branding 
tactic of the broadcasters.  The trend was started by CNN, when it started using on-screen 
logos to strike back at channels taking its footage and re-broadcasting it without credit 
(Snyder, 1993).  NBC was the next to sign the screen with its Peacock logo, hoping to 
attract channel-suffers and establish a brand of original, quality entertainment (Snyder, 
1993).  Both research by Josephson and Holmes (2006), and Cooke (2005) suggest that 
graphics are an important element to the television newscasts, when relating to the 
specific stories being delivered and the representation of the news station. 
At the turn of the 21st century graphics technology expanded.   
Austerberry (2010) noted: 
“In the 2000s, there are two main families of graphics products: One stems from 
the CG, the other from computer graphics and developments like the virtual 
studio. The CG has evolved as processing power increases year-on-year.  The 
processing power available in a GPU-accelerated platform means that today 75 
percent of graphics that were once rendered in advance of airing can now be 
generated in real time.”  (p.24)   
 
Regarding the desire for additional on-screen graphics, sometimes less could be 
considered more.  Whitney (2004) reported, “While stations can do more, they don't 
always choose to do so...What we see now is a trend towards cleaner, more direct 
graphics,” noted Diane Streyer, VP and GM for Florida-based broadcast design studio 
VDO.  “A simpler look also can maintain the flow of the show by moving viewers in and 
out of segments without the interruption of a big flying graphic with lots of sound 
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effects” (Whitney, 2004, p.2).  University of Pennsylvania sociologist, David Grazian 
illuminated that “television is simply borrowing a successful feature from the video game 
industry” (Lee, 2007, p.2).  “Screen clutter can be extremely eye catching, especially for 
the viewer who surfs between several channels,” he said (Lee, 2007, p.2).  Williamson 
went on to note, “today's viewers today are conditioned to have a lot going on at once” 
(Lee, 2007, p.2).  “Everything is shifting.  Television has to shift, too” (Lee, 2007, p.2).  
He continued to elaborate on this impending shift.  “The trend toward visual clutter has 
also reshaped television news broadcasts, where the familiar sight of a lone anchor 
talking to a camera has grown increasingly rare” (Lee, 2007, p.2). 
The viewers of television news are not only listening to the news stories, but they 
are also additionally processing the visual images or graphics that accompany the news 
stories.  The graphics on the screen may help or hurt the main message the newscast is 
hoping to send to the viewer.  It is important to know if the graphics used during a 
newscast are complementing the story or distracting the viewer.  Josephson and Holmes 
(2006) found that “most participants believed onscreen enhancements increased the effort 
required to attend to the main story; however, they indicated overall liking for standard 
and enhanced screen designs” (p.161).  Additionally, Josephson and Holmes (2006) 
discovered that the “presence of a crawler produced more fixation time at bottom of the 
screen and the presence of a headline bar drew more visual attention to that area of the 
screen.  In both cases the effect is at the expense of fixation time in the main screen area.” 
(p.161) 
  Fox, Lange, Chung, Lee, Schwartz, and Potter (2004) found:  
“Animated graphics elicit more processing resources from older and younger 
viewers.  In addition, the animated graphics help both older and younger viewers 
store and retrieve the information from the news stories, as indicated by the cued 
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and free recall data…Thus, news producers concerned with attracting and keeping 
viewers should be cautious about using redundant text graphics.”  (p.17) 
 
M.I.T neuroscience professor Earl K. Miller commented, “viewers may think that they 
can process it all, but they're fooling themselves” (Stelter, 2008).  Miller noted, “a lot of 
times, when you think you're multi-tasking, you're just switching your attention between 
one or two or three things, as a result, viewers process less of each” (Stelter, 2008). 
A study done by the company Accenture discovered “nearly two-thirds (64 
percent) of U.S. consumers surveyed recall seeing social media symbols such as 
Facebook ‘Likes’ while watching television” (Accenture, 2012).  Additionally, “one in 
three viewers (33 percent) have interacted with social media after seeing a social media 
symbol on their TV screen” (Accenture, 2012).  “The survey found that among the 1,000 
viewers surveyed, the majority said they had noticed and were also familiar with how to 
interact with social media symbols while watching TV, including the Facebook ‘Like’ 
symbol (42 percent), QR codes (28 percent), Twitter Hashtags (18 percent) and Shazam 
symbols (9 percent)” (Accenture, 2012).  “One-third (33 percent) of those surveyed said 
they had actually interacted with the symbols while watching TV by ‘liking’ the TV 
program on Facebook (20 percent), scanning a QR code (11 percent), searching for the 
Hashtag on Twitter (7 percent) or scanning the Shazam symbol (5 percent)” (Accenture, 
2012). 
 Also, TV-Internet connections occasion more expansive thinking about explicit 
intertextuality (Brown, 2009, p.234).  The process of communicating between different 
platforms and television  that communicate information is intertextuality (Brown, 2009)  
First, TV shows often reference companion websites by explicitly attaching an Internet 
address to a TV program to induce intertextual linking (Brown, 2009, p.234).  In effect, 
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the included website address scaffolds viewers to make intertextual links.  Consequently, 
the association between TV show and Internet website becomes highly visible.  Second, 
viewers/readers make conscious choices about which intertextual links to pursue (Brown, 
2009, p.234).  Brown (2009) notes more than half the students claimed they, at least 
periodically, connected to TV websites after an explicit TV referral (Brown, 2009, 
p.233). 
These TV referrals play an important role in marketing.  “Television broadcasters 
have a very high awareness of the branding concept.  Many general managers have 
discussed this concept with their middle management staff” (Chan-Olmsted & Kim, 
2001, p.89).  “While they believed that branding plays an important long-term strategic 
role to the success of a station, they frequently associate branding with tactical operations 
such as graphical consistency, unique selling points for local news, and network 
affiliation image” (Chan-Olmsted & Kim, 2001, p.89).  Chan-Olmsted and Kim (2001) 
discovered through the surveys in the study that, “stations are in line with the managers' 
perceptions of branding, as news-oriented promotions, network brand association, and 
station logo designs dominate the surveyed stations' branding efforts” (p.89).  “This 
discovery is not surprising considering the fact that the broadcast networks…have 
embraced the practice of branding mostly with a frenzy of logo designs as well as tactical 
placement of these signatures and promotion of the accompanying slogans” (Chan-
Olmsted & Kim, 2001, p.89). 
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Twitter In A News Broadcast 
Since its founding in 2006, Twitter has spread to become an outlet for 
instantaneous news.  “Traditional news organizations have been quick in adopting the 
microblogging platform Twitter between 2009 and 2010” (Messner, Linke, & Eford, 
2011, p.18).  Graham (2013) found that all of the Big Four broadcast television networks 
are using Twitter to engage with audience members during primetime airing of shows to 
some extent (p. 34).   
Also, Greer and Ferguson (2011) found: 
“many of the stations provided news stories on their Twitter sites, few of those 
sites promoted the station’s on-air newscasts.  Furthermore, sites that featured 
breaking news items tended not to promote the station’s on-air newscast also.  
These findings suggest that stations use Twitter primarily as an information 
source, rather than as a news ‘‘teaser’’ to drive followers to watch the televised 
newscasts.”  (p.209)   
 
 “The rate at which TV news stations are incorporating social network sites into 
storytelling has rapidly increased from 58.3% in 2010 to 87.2% in 2012” (Radio 
Television Digital News Association (2010, 2012).  The ease of social media use and the 
vast amount of people able to be contacted is tangible.  “Social media is indeed the more 
effective, efficient means of engagement,” says Jaime Spencer, a VP at Frank N. Magid 
Associates (Marszalek, 2012).  “Reach can be very significant and this can help anchors 
and reporters better engage with viewers” (Marszalek, 2012).  
Messner et al. (2011) stated that “while Twitter facilitates open dialogue, 
traditional news media are not using Twitter as a community-building tool, nor are they 
engaging with their audience on a frequent basis on their main twitter accounts (p.19).  
Instead, Twitter is being used like a streaming RSS service for news stories that promotes 
and re-distributes previously published news content (Messner et al., 2011, p.20).  The 
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results from Armstrong and Gao (2010) agree with Messner in the news agencies are 
employing Twitter, but not in innovative ways.  It appears that the main use of Twitter is 
to drive traffic to the news site (86.7% of our sample), and that very few tweets were 
used to provide breaking news or serve in the social responsibility role, whereas news 
tweets are used to give consumers information they need to function within society 
(4.7%) (p.232).   
By including a Twitter user's handle or account name in a tweet, the broadcast 
television network can successfully engage with the follower at the most intimate level 
by personally conversing with that sole individual (Graham, 2013, p. 34).  These high 
level of interactions were found amongst each broadcast television network, but were 
primarily used by FOX and NBC to engage with follower.  Based on the findings, higher 
levels of interactions were associated with a larger amount of tweets (Graham, 2013, p. 
34). 
Adornato (2014) noted the relationship difference between station and audience 
“because social media allows the public to connect directly to reporters at any time” 
(p.23).  Adornato (2014) discovered “reporters believed the online engagement builds 
trust and credibility with the audience” (p.23).  Lysak, Cremedas, & Wolf (2012) found 
“close to 90% of news directors think social media has improved interaction with 
viewers; only 3% disagree, with 9% neutral” (p.200).  The social media presence is not a 
mandatory part of the job requirement for the news staff  (Lysak et. el., 2012).  Lysak, 
Cremedas, & Wolf (2012) got insight from the directors with the news staff “at a majority 
of stations it [social media] is not required, but is encouraged” (p.198).  Sladden says, 
“What we're seeing now is that Twitter is, in fact, about flocking audiences back to a 
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shared experience, and that usually means a live one” (McGrit, 2010, p.101).  “The world 
that is rapidly learning to speak in @ signs and hashtags is joining the show” (McGrit, 
2010, p.102).   
Proulx (2012) highlighted a remark from (former) Twitter's Robin Sloan:  
“One of the things that's very important to any kind of interactive TV technology 
or platform is that people know the vocabulary and what they're supposed to do.  
If you have to give people the instruction manual before every experience, it's not 
going to work.  With Twitter, you can put a hashtag on screen or an @ handle and 
people know what you're talking about.  They know what that is.  I think it's that 
simple recognition that makes it so incredible” (Proulx, 2012, p.13).   
 
The Nielsen Company stated “one in three people using Twitter in June (2011) 
sent messages at some point about the content of television shows, an increase of 27 
percent from only five months earlier” (Bauder, 2012, p.1).  Vice President of social 
media at Nielsen, Deirdre Bannon, said, “Twitter has become the second screen 
experience for television.  Social networking is becoming so pervasive that the study 
found nearly a third of people aged 18-to-24 reported using the sites while in the 
bathroom” (Bauder, 2012, p.1).  “An estimated 41 percent of tablet owners and 38 
percent of smartphone owners used their device while also watching television at least 
once a day” (Bauder, 2012, p.1).   
Proulx (2012) noted: 
“social media has given birth to a real-time “backchannel” made up of the 
millions of living, organic social expressions that act as a participatory companion 
to our favorite TV broadcasts.  It exposes the conversations taking place in our 
once-isolated living rooms and connects households around the world into a 
single, opt-in, co-viewing event” (p.10).  Twitter has become an integral outlet for 
TV viewers who are looking to express themselves while watching broadcasts of 
their favorite television programs.  Online conversation happens about a given TV 
show before, during, and after one of its episodes airs.”  (p.11) 
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Audience And News Station Relationship 
The study by Greer and Ferguson (2011) found “the most popular subject people 
read when accessing online news content was weather.”  (p.153)  The popularity of 
weather being the top subject accessed is “noteworthy because weather counted for 
roughly half of the content being followed, especially given other means of obtaining that 
information” (Greer and Ferguson, 2011, p.153). The fact that there are other ways to 
access information is not necessarily a bad outlook for television news.  Greer and 
Ferguson (2011) found that “time spent using Twitter was positively related to time spent 
with TV news and web news” (p.153). 
The positive time spent with Twitter helps to build a routine for the viewer.  “The 
more respondents used Twitter each day for news, the more affinity they felt toward the 
news personality’s station” (Greer & Ferguson, 2011).  Greer and Ferguson (2011) found 
“the more time that people spent on Twitter each day the more likely they were to tell 
their friends about news items they saw posted on Twitter and to retweet postings” 
(p.154). 
“Twitter picks up where formal social television systems failed: people are using 
the tool to selectively seek others who have similar interests and communicate their 
thoughts synchronous with television viewing” (Wohn & Na, 2011, p.11).   
Wohn and Na (2011) noted: 
“utility was very important in social media messages.  People were using various 
linguistic and technical tools to convey their message.  For instance, hashtags, 
links, re–tweets, and “@” messages all served as tools that people used to interact 
with each other.  Mobile phones also served as an important utility; at least 30 
percent of Twitter users were tweeting from a mobile device.  (p.11) 
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 The viewer visual attention during a newscast is distributed from the main 
newscast to a secondary device from one of the graphic prompts.  A study was completed 
with the viewers and TV shows that can be categorized as entertainment.  The study by 
Holmes, Josephson, & Carney (2012) found “the distribution of gaze time to favor the 
TV (63%), then the tablet (30%), and finally off-screen (7%)”  (p. 399).  They found “the 
distribution of gaze time across screens differed depending on whether the TV content 
was programming or commercials” (Holmes, Josephson, and Carney, 2012, p. 399).  
They found “Considerable gaze time went to the tablet screen even when there was no 
recent interactive push and without ad content on the television screen” (Holmes, 
Josephson, & Carney, 2012, p.400).  “‘Pushed’ interactive content and ad pods appear to 
trigger more gaze time on the tablet device, although gazes on the tablet also occur at 
other times as well” (Holmes, Josephson, & Carney, 2012, p. 400).  A study by Brasel 
and Gips (2011) discovered that “the computer screen received the majority of attention 
during media multitasking, averaging nearly two-thirds of visual attention” (p.533).  
“A study on second-screen viewing indicated that second-screen viewing led to 
lower factual recall and comprehension of news content than non-multitasking viewing” 
(Van Cauwenberge, Schaap, & Van Roy 2014).  The study by Van Cauwenberge, 
Schaap, and Van Roy (2014) indicated “it may be a challenge for news programs because 
the purpose is to inform a viewer and the second screen would detract from the focus.”  A 
study by Srivastava (2013) found that “multitasking was associated with a decrease in 
memory performance across all the memory measures.”  In addition, multitasking 
performance was also found to contribute to more errors for free recall and recognition 
performances (Srivastava, 2013).   
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For the local television newscasts, NBC10 and 6abc at 6p ET, the graphics airing 
during the broadcast that cue the viewers to use a secondary screen create a level of 
connection with the news station and audience.  This level of connection with the viewers 
can be used to benefit the news stations.  If the news stations examine the frequency and 
method of use of graphic cues during newscasts, it may assist with a better overview of 
the new relationship with viewers on such platforms as Twitter and the station website.  
The graphic cues in a newscast have potential to provide insight into what is being 
displayed by graphics as call to action in news watching environment.  The news stations 
can be inventive or consistent with graphic cues and it may assist with the graphic cue 
incorporation during newscasts in the future. 
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CHAPTER 3: METHODOLOGY 
 
The research focuses on quantitative data collected regarding the newscast 
graphic cues and the call to action message to the viewers.  The case study looks at the 
graphic landscape during February 11, 2013 to March 1, 2013 as the researcher was 
exploring the topic of graphic cues for newscast viewers.  The main focuses include: 
● The type of graphics with direct links with potential to viewer engagement 
● The frequency of graphic cues with call to actions 
● What connection to story topics differs between NBC10 and 6abc 
● The overall usage of graphic cues with viewer call to actions during the timespan 
for each station 
 
Persons within or outside the local news stations can execute this form of newscast 
graphic analysis by determining the necessity and opportunity to leverage graphics during 
the newscasts to connect with viewers.   
The results of this newscast graphic analysis will provide other news stations the 
blueprint to perform graphic analysis during their newscasts and open the potential for 
discussion to future graphic tactic use.  The local television news landscape has potential 
to adapt to the changing active viewer experience; it and can leverage the graphic cues to 
provide a call to action to viewers on multiple platforms.  
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Research Questions 
 
 The researcher used the research questions below: 
1. What graphic elements appear during a newscast to push a viewer to 
Twitter and/or the station website? 
2. What news stories are the highest associated with graphic elements for 
Twitter and/or the station website? 
3. With what frequency does the higher rated newscast incorporate 
graphic Twitter/station website elements compared to the competing 
newscast? 
4. To what are the social media and/or websites incorporated for each 
station’s newscast directing the viewer? 
 
 
Setting 
 
 This study was conducted over a three-week period from February 11, 2013 to 
March 1, 2013.  The setting covers newscasts during the fringe time daypart for the 
NBC10 and 6abc networks.  The fringe newscast per the television guides started at 
6:00PM ET and went until 6:30PM ET.  It was necessary for the newscasts to be digitally 
recorded by the researcher and then burned on DVDs for accessibility to the newscasts 
that needed review for data collection.  Once all of the newscasts were burned on DVDs 
it was then that the researcher was able to watch and record the findings. 
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Sample 
 
The sample of newscasts was determined in that three-week timespan without any 
bias of weeks besides the following requirements: fifteen newscasts per station sample on 
the same dates and fringe dayparts for both newscasts, and thirty half-hour newscasts in 
the total sample.  It was important that the sample provided accurate newscasts without 
other programs interfering.  
The ratings were linked to the sample in order to represent the quantitative 
information in regards to viewership between stations.  The Nielsen ratings were the sole 
source of information for the local viewership records.  The ratings for those specific 
newscasts represented the percentage of people in the nation within the local radius for 
the stations tuned-in during that time.  The ratings from February 11, 2013 to March 1, 
2013 were acquired after it was determined all of the newscasts, 15 per news station, 
were successfully recorded and in the possession of the researcher to move forward with 
the observational study. 
 
Measurement Instruments 
 
 The researcher created a recording instrument table for data collection while 
watching the newscasts.  The recording instrument was created in a Microsoft Word 
document (See Table 1).  The layout of the recording instrument was designed to provide 
space for the researcher to quickly record in text the graphic cues of the newscast.  
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Table 1.  Recording Instrument Table to Collect Data 
 
News Report Category Visual Element Descriptor  Non-Linear 
Pushes 
Crime Lower Third Station Twitter 
Entertainment Full Screen  Anchor Twitter 
Consumer Full Screen w/ Lower or 
Upper Third 
Station Facebook 
Health  Alt Text Above/Below 
Graphic 
Anchor Facebook 
Local Background  Station Website 
National Graphic  Station Blog 
World Other Other 
Political    
Weather   
Sports   
Coming Up/Later/Tonight   
Opening of Newscast   
Closing of Newscast   
Other   
 
Time: 
News Station:  
Date:  
 
Story  
# 
Category Visual Element Audio Element Non-Linear Push Description/Link 
      
      
      
      
      
      
Comments/Questions: 
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 The researcher recorded the 6p ET newscasts on the digital video recorder that 
was provided with the cable company package.  After the three weeks of both news 
stations recorded, the researcher utilized a DVD burner to transfer the newscasts onto 
DVDs.  Once the three-week sample of newscasts was transferred onto DVDs, the 
researcher replayed the DVD’s of the newscasts to observe the graphic cue elements.  
 Each newscast was viewed, and any time a graphic cue appeared in the newscast 
that was interpreted by the researcher as a cue to Twitter or the station’s website, it was 
noted on the recording instrument.  Additionally, each moment a graphic cue element 
appeared in the newscast, the researcher screen grabbed the element as a visual example 
in conjunction with the recording instrument data.  This was to assist with the 
compilation of elements being used in each newscast for the observational study.  When 
there was no visual graphic cue of Twitter or the station website, the researcher marked 
the column of the recording instrument with an “X” to note the absence of the elements.  
 Once all of the newscasts were viewed by the researcher, data were compiled in a 
Microsoft Excel document to calculate the total number of graphic cues incorporated by 
each news station. Then the information was divided by the story categories to determine 
if there was a correlation to graphic cues for Twitter or the station websites.  
 There were times when the cue to Twitter or the station website was not on a 
graphic, but rather elsewhere in the image and non-graphic form, such as the logo on a 
shirt worn by talent, or painted on the side of the news helicopter.  For this study, with 
these instances the cue is disregarded because it was not appearing graphically to the 
researcher (viewer).  There were also times during the newscast where there were graphic 
elements included during the closing/opening/coming up remarks, which are not 
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technically a news story; these were counted in the study because they were graphics 
happening during the entirety of the newscast and would be seen by the viewer.  
 Also, there were instances during the newscast where the audio would push to the 
Twitter or news station website, but because the focus of this observational study was 
graphics, they were not considered a count toward the total.  
 
Limitations 
 
The study was condensed to a three-week time frame in order to gather a snapshot 
of information to report.  Therefore, the information is limited to the random week 
sample and the decisions made by the persons in charge at the news stations responsible 
for including the graphics in the news broadcast.  The study was intended to be in as 
realistic to a typical viewer who watches the news on a regular basis, and no outside 
factors were taken into account.  Full attention was given to each broadcast, and the 
ability to pause and rewind was unlimited, which is unlike a typical viewer’s experience. 
Also, the information about the direct impact of the visual cues for viewers to use 
social media and/or the internet was unavailable.  The ability to calculate the 
instantaneous impact of those secondary elements during the news broadcast did not 
allow for an accurate comparison about how successful each station’s strategy turned out 
throughout the study.  
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CHAPTER 4: RESULTS  
 
The study provides insight into the specific graphic cues during both local 
television networks’ newscasts.  The overview of the newscasts provides a clear 
comparison during this time of study.  The prominent number that is similar over the 
length of this study would be that both NBC10 and 6abc reported over 200 news stories 
as classified by this research.  NBC10 reported 220 news stories and 6abc reported 203 
news stories during the observation of 15 newscasts each per news station (See Table 2 
and Graph 1).  However, when comparing the other overall totals, the generalization can 
be deduced that NBC10 is actively using more graphic cues during the 6PM ET newscast 
when compared to 6abc.  This largely appears to occur because of the NBC10 decision to 
include graphic cues for a Twitter handle within the lower third where the name of the 
reporter is on the screen; 6abc, however, does not include graphic cues for a Twitter 
handle within the lower third.  Additionally, the newscasts for NBC10 involve more 
cutting to reporters than 6abc, so this creates more opportunity for the graphic cues to 
appear introducing and closing out the reporter.  The news categories associated with at 
least one graphic cue are 197 total news categories for NBC10, and 29 total news 
categories for 6abc.  The social media/station website visual elements during the 
newscast total NBC10 incorporating 194 visual elements and 6abc incorporating 37 
visual elements.  The non-linear pushes are the cues away from the newscast to a 
secondary screen (other than the one broadcasting the newscast) total 200 non-linear 
pushes for NBC10 and 37 non-linear pushes for 6abc.  The description/link provided 
during the newscast is 199 descriptions/links for NBC10 and 37 descriptions/links for 
6abc.  Table 2 is able to provide a snapshot of the numerical similarities and differences 
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between the two newscasts.  Graph 1 provides a visual bar graph comparison for the 
observational summary of the results for both NBC10 and 6abc.  
 
Table 2. Summary of Observational Study of Graphic Cues During 6p ET Newscasts for 
NBC10 and 6abc.   
 
Observational Study of Graphic Cues During 6p ET 
Newscasts 
 NBC10 6abc 
Stories 220 203 
Categories 197 29 
Visual Elements 194 37 
Non-Linear Push 200 37 
Description/Link 199 37 
 
 
 
Graph 1.Summary of Observational Study of Graphic Cues During 6p ET Newscasts for 
NBC10 and 6abc. 
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Research Question 1: What graphic elements appear during a newscast to push a 
viewer to Twitter and/or the station website? 
The graphic elements that appear during both news stations newscasts that cue a viewer 
to the station website or social media applications are similar elements, and between the 
two station mostly lower thirds; 77% (149 total) for NBC10 and 43% (16 total) for 6abc.  
The second leading graphic elements for each news station were background (11% of 
total, 22 counted) for NBC10 and a tie for full screen (27% of total, 10 counted) and full 
screen with lower or upper third (27% of total, 10 counted) for 6abc.  The third leading 
graphic elements for each news station were full screen (7% of total, 13 counted) for 
NBC10 and alt text above or below graphic (3% of total, 1 counted) for 6abc.  The 
remaining visual elements for NBC10 were graphic (3% of total, 6 counted) and both full 
screen with lower or upper third (1% of total, 2 counted) and alt text above or below 
graphic (1% of total, 2 counted) of the total (See Table 3 and Graphs 2a-2b).  The Table 4 
provides examples of each classification of visual elements for each news station’s 
newscasts, NBC10 and 6abc.  
 
Table 3. Summary of Visual Elements Used During Newscasts for NBC10 and 6abc  
 
Visual Elements for NBC10 
Percentage of 
Total NBC10 
Total 
NBC10 
Percentage of 
Total 6abc 
Total 
6abc 
Lower Third 77 149 43 16 
Full Screen 7 13 27 10 
Full Screen w/ Lower or 
Upper Third 1 2 27 10 
Alt Text Above/Below 
Graphic 1 2 3 1 
Background 11 22 0 0 
Graphic 3 6 0 0 
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Graph 2a. Summary of Visual Elements Used During Newscasts for NBC10  
 
 
 
 
Graph 2b.  Summary of Visual Elements Used During Newscasts for 6abc 
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Table 4.  Examples of each classification for the visual elements during the newscasts, 
NBC10 and 6abc. 
 
Visual 
Element 
NBC10 6abc 
Lower Third 
  
Full Screen 
  
Full Screen 
w/ Lower or 
Upper Third 
  
Alt Text 
Above/ 
Below  
  
 
 
 
 
 
34 
 
 
Table 4.  (continued)   
 
Background 
 
N/A 
Graphic 
 
N/A 
 
 
 
Research Question 2: What news stories are the highest associated with graphic 
elements for Twitter and/or the station website?  
Are there news stories that display the graphic cues to viewers more than others?  The top 
three graphic cues used for NBC10 during news stories were crime (29% of total, 57 
counted), weather (28% of total, 54 counted), and local (18% of total, 34 counted).  The 
top three graphic cues used for 6abc during news stories were closing of the newscast 
(41% of total, 15 counted), world (16% of total, 6 counted), and weather (16% of total, 6 
counted).  Then for 6abc crime (14% of total, 5 counted) and local (14% of total, 5 
counted).  The additional news stories that used graphic cues for NBC10 were as 
followed in decreasing order sports (8% of total, 16 counted), world (7% of total, 13 
counted), political (6% of total, 12 counted), closing of newscast (3% of total, 6 counted), 
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consumer (1% of total, 1 counted), and coming up/later/tonight (1% of total, 1 counted).  
(See Table 5 and Graph 3a-3c). 
 
 
Table 5.  Summary of NBC10 and 6abc Frequency of Graphics by News Category 
 
News Categories NBC10 Graphic Cues 6abc Graphic Cues 
Crime 57 5 
Entertainment 0 0 
Consumer 1 0 
Health  0 0 
Local 34 5 
National 0 0 
World 13 6 
Political  12 0 
Weather 54 6 
Sports 16 0 
Coming Up/Later/Tonight 1 0 
Opening of Newscast 0 0 
Closing of Newscast 6 15 
Other 0 0 
Total  194 37 
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Graph 3a.  Summary of NBC10 and 6abc Frequency of Graphics by News Category 
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Graph 3c.  Summary of 6abc Frequency of Graphics by News Category 
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rated station was using graphic cues during the 15 newscast sample total on average 
12.93 graphic cues per newscast.    
The purpose of the study was to focus on the graphic cues during the newscast 
and not the correlation of graphic cues with the station ratings.  The ratings were included 
in this study to support the fact that these two stations were not receiving the same ratings 
in the television market.  The link between on-air graphic cues and ratings increase or 
decrease was not the intent of this study.  This is an area in need of additional research as 
there is not a vast amount of research with on-air graphic cues and the effects of ratings 
during the time this study took place.  
 
 
Table 6.  Ratings/Shares for 6p ET Newscasts NBC10 and 6abc 
 
Date 6abc Rt NBC10 Rt 6abc Sh NBC10 Sh 
11-Feb 9.8 4.1 18 7 
12-Feb 10.4 3.7 20 7 
13-Feb 9.2 4.0 17 8 
14-Feb 8.1 2.9 17 6 
15-Feb 8.0 3.5 17 7 
Date 6abc Rt NBC10 Rt 6abc Sh NBC10 Sh 
18-Feb 9.7 3.4 17 6 
19-Feb 11.1 3.2 20 6 
20-Feb 8.7 3.9 17 8 
21-Feb 8.8 3.8 17 8 
22-Feb 8.9 3.2 18 6 
Date 6abc Rt NBC10 Rt 6abc Sh NBC10 Sh 
25-Feb 8.8 3.6 17 7 
26-Feb 10.3 4.2 19 8 
27-Feb 9.1 3.3 18 7 
28-Feb 9.1 4.3 18 9 
1-Mar 7.7 2.4 16 5 
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Graph 4a.  Ratings 6p ET Newscasts for NBC10 and 6abc 
 
 
 
 
Graph 4b.  Shares 6p ET Newscast for NBC10 and 6abc 
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Research Question 4: What are the non-linear pushes for social media and/or 
websites incorporated for each station?  This research question focuses on the content of 
what the graphic cue is linking the viewer to the platform for the content.  For 6abc 
newscast 100% (37 total) of the non-linear pushes were to the station’s website.  For 
NBC10 the non-linear pushes were multiple.  The top non-linear pushes were for the 
talent Twitter 75% (150 total).  The second most was the station website 24% (47 
total).  The last three non-linear pushes were for station email, station Facebook, and 
station Twitter all 1% (1 total).  (See Table 7 and Graph 5a-5b).   
 
Table 7.  NBC10 and 6abc Non-Linear Push  
 
Non-Linear Push 
 NBC10 6abc 
Station Email 1 0 
Station Facebook Page 1 0 
Station Twitter  1 0 
Station Website 47 37 
Talent Twitter 150 0 
TOTAL 200 37 
 
 
 
 
 
 
 
 
 
41 
 
 
Graph 5a.  NBC10 Non-Linear Push  
 
 
 
 
Graph 5b.  6abc Non-Linear Push 
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The results of all this data indicate that the local television newscasts have discrepancies 
with overall use of graphic cues during the newscasts.  The inconsistency between the 
news stations graphic cues throughout the newscasts also indicate this is a time when 
there is not a concrete strategy in place for when and where to use.  
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CHAPTER 5: CONCLUSION 
 
      The local television stations in a designated market area are aware of not only 
the competition of other stations, but the competition from the other media platforms that 
have the ability to be connected to the internet and the social applications.  The urgency 
to include cues to engage with the viewers during the newscast is a strategy to keep the 
viewer engaged with the news station, talent, and content.  The importance of 
understanding what the news station is doing to implement this engagement with the 
viewers is a realistic strategy to be prepared for and creates an opportunity to retain 
viewers on other platforms.  The secondary devices and the applications may pose a 
serious threat to the local television news.  
Rosentiel et al. (2011) noted: 
“However, it is easy to imagine a scenario where apps become highly useful – and 
highly used – for several of these local topics in the future, including traffic, 
breaking news, restaurants, neighborhood events and local cultural events (on a 
topic-driven community calendar), schools and education, and even social 
services.” (p.6) 
 
 The presence of the internet and social media applications appearing via graphics 
during newscasts will continue to evolve.  This is in accordance with the statement from 
Postman and Powers (2008) that besides audio and pictures, words on the screen are still 
an important element on television news.  They help identify people, places, and dates 
(p.66).  However, this statement needs to be revised to include the impact of graphic 
elements that represent the internet and social media applications that have the power to 
cue a viewer to react and engage with the newscast while it is live or at any time.   
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Discussion 
 
 This observational study focused on the graphic cues during a newscast and 
whether they would be an element to initiate action for a viewer to interact with the news 
station or talent.  The research in this study examined all the graphic elements in two 
competing news stations’ newscasts at 6p ET, and filtered graphics specific to the station 
website or other social applications.  The results produced key findings for an 
observational study that did not have many prior research studies to compare the exact 
observations.  
The researcher observed that both newscasts generally reported on the same 
stories, and this consistency provided a good base for comparison of graphic cues.  One 
of the major things to note in the study was each newscast had a graphic cue 
incorporation approach dissimilar in regards to frequency per newscast.  This difference 
is what supports the competitive nature of the local television news so as not to directly 
copy the other newscasts of the area.  It can be implied by this observation that the need 
to be different in local TV news may or may not be the factor in viewer ratings.  The 
local news stations are providing the viewers differences with the visual way they present 
the news in order to distinguish themselves from the competition.  This study did not 
address if there was a correlation between encouraging the viewers to engage with the 
station website and/or talent compared to the ratings growth or decline, but it is a possible 
research opportunity.  The study presents the basic observations required for comparison 
in a designated market area, with no requirement to engage the persons in charge of the 
possible strategy in practice at each news station. 
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Also, the researcher discovered the graphic cues were consistent over the time 
frame relative to each news stations’ newscast.  The consistency of the graphic cues for 
each newscast created an expectation for the researcher when using the recording 
instrument for the cues and a flow to the newscast.  The graphic cue elements were 
similar when examining both of the newscasts, and there were not any distinctly unique 
to each news station.  
Additionally, the numbers from the study provide a comparison for graphic cues 
strategy during the growth of graphic cue engagements for viewers across the television 
landscape.  This study can be replicated at any time to see the changes of the strategies 
for the news stations.  The study supports the implication for news stations that delivering 
the news now has a layer of engagement with the viewers while on secondary devices.  
Not only is the newscast changing with the graphic cues, but it is pushing viewers to react 
to talent or to a website location on a secondary device that needs to be part of the 
production for the news station. 
The researcher deduced from the study that the data of the news categories 
incorporating the graphic cues did stay consistent for each news station.  The top news 
categories with graphic cues for each newscast created a clear divide; in terms of the 
approach, each station was implementing their graphic cues strategy, if it existed at all.   
The graphic elements used by the two newscasts can support the idea that the 
graphic cues are not unique to each news station.  There isn’t anything unusual happening 
with the graphics being incorporated by the news stations in this specific time.  The 
opportunity for a news station to take this information and create unique graphic cues to 
engage the viewers is an opportunity to add their strategy of graphics in a newscast. 
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 Finally, it should be noted this study retrieved information from local television 
news stations to examine how they are using graphic cues during their newscasts.  They 
are in control of the atmosphere a viewer experiences when they watch their newscast, so 
the question arises of how important is it to expose the viewer to their talent Twitter 
handles or push a call to action while the newscast is live.  The news stations are in 
charge for the rhythm of the news delivery, and the graphic cues have potential to be 
negative or positive depending upon the inclusion.  The local news stations should always 
be educating themselves of what both their competitors and other television programs are 
doing in order to stay on track with the evolving graphic usage in productions.  In turn, 
this would provide for opportunities to engage viewers with their secondary devices by 
changing the graphic strategy.   
 
Limitations 
 
 The major limitation in assessing the local television newscasts’ graphic use was 
that it was an observational study which prevented the researcher from investigating the 
reasons behind the use of graphic cues or lack of graphic cues.  Also, the strategy from 
each news station had potential to change throughout the completion of this study without 
the researcher being aware of this information.  This research is best served as a snapshot 
of time for what was previously done during the newscasts when the graphic cues were 
beginning to gain frequency on-air.  Only the graphic cues were counted, therefore, no 
text on inanimate objects, such as t-shirts, wallpaper in studio, or helicopters that contain 
the station website or social media information were considered valid data in this study.  
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Recommendations For The Future    
 
 If an observational study were to be done in the future similar to this one then it 
could be beneficial to include all of the competing networks in the designated market area 
to gain a better understanding of what the other competitors’ strategy is regarding 
including graphics that cue a viewer to react with the station or talent on the internet or 
social media.  Also, more television graphic information and studies should be available 
to the researcher.  This would allow the researcher to have more results regarding graphic 
cues cause and effect relationship during television programs and newscasts.  
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